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1.0 Introduction 
 
This conceptual paper aims to explore the impact of corporate identity on employee 
brand citizenship behaviour, within in a retail setting. For a retail organisation, brand 
reputation and customer’s brand perception are of great significance as they are 
regarded as main contributors towards organizational performance, customer retention 
and sustainability. The importance of employees within service organisations is 
regarded as disproportionate due to the extensive interaction between employee and 
customer. The constructs of corporate identity and internal brand management are well 
documented, however brand citizenship behaviour is regarded as relatively under-
researched. This study aims to complement and extend the work of existing academics 
on the subject area.  
 
2.0 Literature Review: 
The literature on service and corporate branding has acknowledged the influences of 
staff on the brand perceptions of existing and potential customers through their 
interactive roles in delivering brand values during the services and operations 
(Fetscherin and Usunier 2012, Rindell and Strandvik 2010, Balmer, 2001a, Balmer 
2009; Olins, 2000). Therefore the main focus of internal branding are the employees 
and their perception about the corporate brand identity. Although the importance of 
employee perception is vital, yet each and every employee brand experience varies, 
depending upon the corporate culture, internal communication and brand commitment 
(Bruman et al, 2005; Foster et al, 2010, Gilani 2011). Therefore, the corporate brand 
experience of customers would also vary when they interact with the ‘brand 
ambassadors’ of the corporate brands (Ind, 2001; Balmer 2012; Punjaisiri et al, 2009). 
This concerns not only the interactions between customer-facing staff and existing and 
potential customers but also those between the customer-facing staff and the back office 
staff (Porricelli et al, 2014; Punjaisiri et al, 2009; Bruman et al, 2009).  
The initial attention to the value and antecedents of strong corporate brands has been 
extended to investigate in more depth the roles played by corporate identity, corporate 
personality, corporate culture, employees, leadership, among others, in the corporate 
branding process (Melewar, 2009; King and Grace 2008; Foster et al, 2010).  
There are a variety of benefits from a well-conceived corporate identity strategy. It 
provides management with a holistic framework for conceptualizing and aligning the 
many different activities by which companies express who they are and what they stand 
for (Kaufmann 2012, Bickerton 2000). This expression is perceived positively by the 
employees of the organisation who then become the voice of the organisation (Bruman 
et al, 2009; Gilani 2011). These different activities involve corporate communication, 
managing organizational identity, marketing strategy, and internal as well as external 
marketing of the organisation. Thus, corporate branding provides a solid foundation for 
developing a coherent and engaging promise to all stakeholders, especially its internal 
customers, its employees (Abratt and Keyn, 2012).  
 
2.1 Corporate identity context: 
 
In the recent few decades, many prominent authors (Melewar and Jenkins, 2002; 
Melewar, 2003; Abratt, 1989, Abratt and Keyn, 2012; Cornelissen et al, 2012) have 
presented a number of theoretical models that have significantly contributed to the 
development of the corporate identity literature, with their theory developed over time 
through the iterative development of theoretical models. Such models span decades of 
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theoretical development (Kennedy, 1977; Dowling, 1986; Abratt, 1989; Stuart 1988; 
Alessandri, 2001; Bick, Jacobsen and Abratt, 2003; Brown, Dacin, Pratt and Whetten, 
2006) and cluster into a number of perspectives concerning the construct (Balmer, 
1995). 
 
Figure 2.1 should be added here 
In its broadest sense the role and purpose of corporate identity within strategic 
management for a firm is to reveal its philosophy and strategy (Leutheser and Kohli, 
1997). Corporate identity is a strategic manifestation of an organisation’s corporate 
level vision and mission that is underpinned by the strategies that the corporation 
employs (Melewar and Woolridge, 2001). 
The behaviour of employees is seen as having a major influence on how external 
stakeholders perceive the corporate brand and make sense of its identity and image 
(Anixter, 2003; Hatch and Schultz, 2001). The importance of employees in the 
corporate branding literature has been extensively highlighted (e.g. de Chernatony and 
Harris, 2000; Harris and de Chernatony, 2001), as Ind (1998, p. 324) argues that 
“employees have the potential to make or break the corporate brand”. Therefore, close 
alignment of the employees with the organisation’s brand values may provide an 
organisation with a sustainable competitive advantage (Pringle and Thompson, 2001). 
Furthermore, it is important to note that at the heart of corporate branding is the idea of 
“nurturing” existing employees as well as attracting and recruiting the right candidates 
in the first instance (Ind, 1998). However, “potential and current employees” as a key 
stakeholder group of the corporate brand have been overlooked in the existing corporate 
branding literature (Hatch and Schultz, 2003). 
Employees represent the most direct receptors of CIM, since a strong internal corporate 
image may bring important benefits for the company in terms of employees’ 
motivation, performance, retention or willingness to spread positive information about 
the company. For example, human resource practices concerning salaries and bonuses, 
working conditions or the possibilities of developing a career within the company have 
a clear impact on employees’ intention to stay and disposition to spread positive word 
of mouth (WOM) (Coelho & Augusto, 2008). Other CIM decisions involving culture 
management, organizational strategy and structure determine the working environment 
and conditions for employees, which will subsequently explain employees’ behaviours 
and attitudes towards the company (Lichtenstein, Netemeyer, & Maxham, 2010). A 
suitable atmosphere determines their willingness both to continue in the same company 
and to talk about the advantages of working there. Visual identity and brand personality 
can also affect employees’ attraction to the corporate identity. Thus, when employees 
perceive that the corporate brand is attractive, they will feel more attached to the 
company and may be more prone to spread positive WOM (de Chernatony & Cottam, 
2006; Wheeler et al., 2006). All in all, proper management of the corporate identity 
may result in outcomes such as retaining employees and their positive WOM (Lievens 
et al., 2007). 
 
2.2 Role of employees in retail branding: 
Both practitioners and academics agree that employees in service industries play a key 
role in building a corporate brand and in its eventual success (Miles and Mangold, 
2004). Morhart et al. (2009) contend that “customers' perceptions of a service brand 
depends highly on the behaviour of frontline staff”. Thus, customers' image and 
experience of a brand is often influenced by the way employees behave and perform on 
the job (de Chernatony et al., 2003). Terms such as “brand ambassadors” (Vallaster and 
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de Chernatony, 2006), “brand champions” (Fram and McCarthy, 2003; Morhart et al., 
2009), and “living the brand” (Burmann and Zeplin, 2005) have been used to capture 
the spirit of desired employee behavior. These behaviors form part of a larger concept 
termed brand citizenship behaviour (BCB) (Burmann and Zeplin, 2005). Retailing 
differs from other service industries because of the regular, extensive interaction 
between employees and customers as well as the fact that the retailer's brand is usually 
different from the portfolio of manufacturers' brands offered for sale (Burt and Sparks, 
2002). According to Ackfeldt and Coote (2005), retail employees are boundary 
spanners with multiple roles to fulfill, are evaluated on the productivity and quality of 
their performance, and are typically young and inexperienced workers. Thus, in a retail 
environment, BCB should be regarded as an important determinant of a customer's 
experience of the brand. Prior research on the antecedents to organizational citizenship 
behaviour (OCB) is extensive (Jain et al., 2012; Yi et al, 2013), but research on BCB is 
limited and there is even less focus on the retail industry. 
 
2.3 Employees Brand Citizenship Behaviour: 
Brand citizenship behavior (BCB) is relatively a new concept that explained how 
employees could improve their brand delivery performance by aligning their attitude 
and behavior to the organization‟s brand. Brand citizenship behavior is employees’ 
willingness to exert extra effort that goes beyond its basic functions that projects the 
brand consistent behavior. Employees with high brand citizenship sprit are willing to 
give ‘their all’ towards accomplishing self-satisfaction and organizational objectives. 
Such behavior also shows that employees are highly aware of the brand, committed 
enough to deliver the brand promises and loyal to the brand (Punjaisiri and Wilson, 
2007). 
Brand citizenship behaviour (BCB) is regarded by academics as a derivative of 
organizational citizenship behaviour (OCB) (Yi et al., 2013; LePine et al., 2002; Organ, 
1988). Organizational citizenship behaviour can be defined as the extra-role 
behaviour’s employees engage in and all behaviour’s that promote successful 
performance of the organization (Christ et al., 2003; Organ, 1988). Academics have 
attempted to express the behaviour organisations desire of their employees coining 
terms such as ‘brand ambassador’ (Vallaster and de Chernatony, 2006) and ‘living the 
brand’ (Burmann and Zeplin, 2005). Podsakoff (2000) explores the relationships 
between citizenship constructs; conceptualizing seven dimensions of organizational 
citizenship. Burmann and Zeplin (2005) expand, proposing the construct of brand 
citizenship behaviour; identifying individual employee behaviors deemed to enhance 
brand identity. Podsakoff (2000) and Burmann and Zeplin (2005) distinguish 
employees exhibiting loyalty, self-development, sportsmanship, helping, initiative and 
psychological ownership as enhancing the brand and demonstrating brand citizenship 
behaviour.  There is consensus among academics concerning the role of employees in 
delivering the brand promise, viewing employees as a determinant of customer brand 
experience. It is considered to be of greater significance within retail banking and 
service organisations due to extensive interaction between employees and customers. 
(Punjaisri and Wilson, 2007; Burmann and Zeplin, 2005; Porricelli et al., 2014, Foster 
et al., 2010, Erkmen and Hancer, 2014) 
Many academic authors agree that the extra role of the employees is more meaningful 
for the brand survival and could become one of the differentiation tools (Ind 2001; 
Foster et al. 20100; Punjaisir et al., 2009; Melewar and Jenkins, 2002; Poriccelli et al. 
2014). Burmann and Zeplin (2005) term the extra-role brand behavior as brand 
citizenship behavior (BCB). Brand citizenship behavior is defined as “the employees’ 
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voluntary basis to project a number of generic employee behaviors that enhance the 
brand identity” (Burmann & Zeplin, 2005, p. 282). Brand citizenship behavior is a 
measure of the employee willingness to exert extra effort that goes beyond its basic 
functions i.e. projecting the brand-consistent behavior. Hence, the researchers 
essentially outlined the employees’ brand-consistent behavior that could be a part of 
‘living the brand’ as proposed by Ind (2001).  
However, it is assumed that employees commit to the organization’s brand only if their 
management demonstrates that their behaviors are also consistent with the brand values. 
In order for internal branding to succeed in the organization, a leader should understand, 
support, and consistently commit to the internal branding process (Vallaster & de 
Chernatony, 2006).  
Throughout internal branding, employee behaviour and corporate branding literature 
academics have sought to understand how organisations can enhance and encourage 
their employees to live the brand and demonstrate brand supporting behaviour’s. Key 
antecedents of brand citizenship behaviour are understood by academics to be 
commitment, trust and job satisfaction (Punjaisri and Wilson, 2007; Punjaisri et al., 
2008; Porricelli et al., 2014; Erkmen and Hancer, 2014; Wallace et al., 2013) Theories 
interpreting employee commitment highlight brand values as precursor, suggesting that 
employees whose personal values are aligned to that of the brands, demonstrate 
enhanced brand loyalty. Burmann and Zeplin (2005) outline employee commitment as 
an emotional attachment with the brand, this supports the theory of psychological 
ownership explored by Chiang et al. (2013). Due to the significance of the attachment 
that psychological ownership creates between the employee and the organization, it is 
found to have a positive effect on brand citizenship behaviour Chiang et al. (2013).  
Previous studies exploring brand citizenship behaviour consider commitment to be a 
major influence, however Erkmen and Hancer (2014) also advocate the role of trust as 
key driver of BCB. Brand trust serves to explain employee loyalty intentions to a brand; 
Morgan and Hunt (1994) cite components such as integrity and honesty as being central 
to creating trust. According to Erkmen and Hancer (2014) trust in a brand directly 
effects employee commitment, they are regarded as being byproducts of internal 
branding initiatives and have a positive impact on brand citizenship behaviour. Bowden 
(2008) found that trust enhanced the employee’s relationship with the organization and 
increased their commitment to the brand.  
In addition to brand commitment and trust, Porricelli et al. (2014) also explores the 
relationship between job satisfaction and brand citizenship behaviour. Podsakoff (2000) 
regards job satisfaction as an employee characteristic of organizational citizenship 
behaviour. Bateman and Organ (1983) define job satisfaction as the way the employees 
feel about their job, considering a sense pleasure, achievement and pride as causal 
factors. Porricelli et al. (2014) states that job satisfaction is a key antecedent of brand 
citizenship behaviour. Christ et al. (2003) cites job satisfaction as being influential in 
encouraging employees to engage in additional supporting activities. Chen (2006) 
supports this identifying a positive relationship between enhanced job satisfaction and 
employee loyalty intentions.   
It is widely agreed that internal branding is instrumental in enhancing employee trust, 
commitment and job satisfaction. Porricelli et al. (2014) regards internal branding as an 
antecedent of Brand Citizenship Behaviour. (Figure 5) represents the conceptual model 
devised to depict the influence of internal branding components on the drivers of brand 
citizenship behaviour. Specifying employee brand identification, brand communication 
and brand leadership as influencing mechanisms of internal branding. Practitioners 
concur finding that communication; training, integration and leadership are all 
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encouraging elements within internal brand management. (Punjaisri and Wilson, 2011; 
Burmann and Zeplin, 2005; Cravens and Oliver, 2006, Willmott, 2002; Podsakoff, 
2000) 
 
Proposed conceptual model:   
Academics define brand citizenship behaviour as the extra-role behaviour’s employees 
engage in and all behaviour’s that promote successful performance of the organization. 
The study found values, communication, leadership, incentivisation and feedback to be 
key factors influencing employee’s motivation to engage in brand supporting activities. 
Literature review identified brand commitment, brand trust and job satisfaction as 
determining influences on employee behaviour intentions.  
The study identified a relationship between corporate identity, values and internal 
communication. The literature review indicates that internal communication of 
corporate identity and brand values combined with internal branding activities serves 
to influence employee’s commitment, trust and job satisfaction. The research 
highlighted the roles of leadership, incentivisation and feedback as having a bearing on 
employee’s behaviour and attitude. 
Given the literature review, it is quite evident that there are clear linkages between 
corporate identity management and employee brand citizenship behaviour. Almost all 
of the literature on internal branding, corporate identity, brand communication, and 
brand image has a clear mention of the role of employees and how these brand identity 
activities impact on brand perception of the employees which makes them a better and 
confident advocate of the corporate brand they serve as the ambassadors for.  
Figure 2.2 Proposed conceptual framework model should be added here 
Figure 2.1 represents the proposed conceptual model for this research that has been 
compiled after the initial preliminary literature review and in the light of research 
objectives for this thesis. The conceptual framework model illustrates the impact of 
corporate identity on employee BCB through its internal branding process that clearly 
contributes towards the brand image and brand commitment of the employees which 
are the vital ingredients of retail employee brand citizenship behaviour. 
After exploring the relationship between corporate identity, internal brand management 
and brand citizenship behaviour a conceptual model of brand citizenship behaviour has 
been devised. The conceptual model serves to visually represent the interplay between 
corporate identity, internal brand management, brand citizenship behaviour and the 
determining influences identified resulting this study.  
 
Research methodology: 
The literature review will consist of examining academic contributions on retail 
corporate identity, retail employee branding, services marketing, retail branding and 
organisational psychology. A thorough literature review would identify a proposed 
theoretical model indicating relationships amongst the predefined constructs of 
corporate brand identity (e.g. corporate communication, culture, visual, and behaviour) 
and proposed constructs of BCB (employee brand perception, commitment, and trust). 
A series of constructs would be proposed, along with their associated measurement 
scales, in adapting existing established constructs from their respective literature to the 
retail corporate branding context.  
The first stage of qualitative research analysis through indepth interviews with the retail 
corporate directors would craft and revise the theoretical model reflecting the 
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relationship between the corporate brand identity constructs that directly impact on 
brand citizenship behaviours of retail employees. The revised theoretical model would 
then be tested by using empirical data drawn from the retail sector and statistical data 
analysis using Structural Equation Modelling via a software Mplus to evaluate the 
dimensions of retail corporate identity and BCB constructs, through researching and 
testing the hypothesised relationships between its specific dimensions.  
 
Data analysis: 
 
In this regard, structural equation modelling is applied to analyse the data collected 
from approximately 350-400 retail employees across 35-40 retail stores. This allows a 
statistical examination of the constructs deployed in the study, a thorough investigation 
of the hypothesised relationships between constructs, and an examination of the 
goodness-of-fit between the proposed structural model and the data collected. The 
subsequent analysis of the study’s research findings allows for the modification of the 
initial framework of retail corporate branding to arrive at a modified definition for the 
construct.  
In summary, the three stages focus on three main issues: a) the development of a 
theoretical model for the construct; b) the development and testing of newly adapted 
measurement scales previously not researched; c) the empirical testing of the retail 
corporate brand citizenship behaviour theoretical model and the hypothesised 
relationships between its constructs.  
Theoretical Implications: 
 
This research attempts to expand current understanding in the corporate image 
formation debate and how it has a great influence on its employee’s behaviours. It 
aspires to make a theoretical contribution in two main areas: corporate brand identity 
in the context of BCB, by empirical testing, and secondly by conceptualisation and 
operationalization of constructs representing the impact of CBI on BCB.  
 
The proposed contributions of this research would expand current understanding in the 
corporate brand identity management debate and identity how it has a great influence, 
if any, on its employee’s brand behaviours.  
The outcomes of the proposed research would identify the impact and influence of 
corporate identity on employee brand citizenship behaviours in a retail organisation and 
would devise a conceptual framework model for the impact of the process. The 
proposed research would further empirically test the conceptual model representing the 
impact of corporate identity on BCB for retail firms and confirm the constituents of the 
model and their interplay. The proposed research would explore the dynamism of the 
retail corporate branding and have a structured approach towards this exploratory 
research. The outcomes of the research would further explain the retail identity 
management process and its influence in employee brand perception.  
In particular, this study advances the existing views on corporate branding identity 
management, extends it towards retail sector, and provides a comprehensive structural 
model, which incorporates corporate branding mix elements and corporate identity 
factors that constitute the retail corporate brand. This research also brings new insights 
on the current conceptualisation and operationalisation of the constructs such as the 
corporate image, corporate identity mix elements, corporate communication, and 
corporate culture.  
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Practical Implications: 
It also aims to make managerial implications for decision-makers in terms of what 
should shape their approaches to the management of their companies' corporate brands. 
 
In terms of managerial implications, this study suggests that managers should 
understand that corporate identity formation and management process is a complex and 
a dynamic phenomenon, since it is determined by multiple corporate identity and 
communication factors. It suggests that decision-makers should be cautious about 
designing and implementing corporate identity strategies as it directly impacts on the 
perception of the customers and all related stakeholders of the corporate brand. In 
addition, it asserts that managers should regularly assess what associations individual 
stakeholders hold about their organisations' identities, what their personality values are, 
and how similar individuals' associations and their self-image perceptions to what their 
companies' intend to convey. By doing so, this study comments that organisations may 
have the advantage of responding to consumers' expectations in the right time in a right 
manner by creating the right kind of brand identity. This research also highlights that 
integrated communication can be the key for decision-makers to reduce the risk of 
possible inconsistencies between intended corporate associations and consumers' 
attributions about companies' identities.  
The proposed research would also be very beneficial to the different service 
organisations that have employees as their brand ambassadors. The research would help 
the managers and directors of the services organisation in understanding the details of 
how an organisation’s corporate brand identity helps their employees becomes true 
brand citizens and the value these employees attach to the corporate brand they serve. 
The research would also assist the corporate managers and directors in identifying the 
different factors that facilitates and contributes towards making their employees 
efficient and productive brand citizens who would then play a positive role in shaping 
and re-shaping the corporate brand. 
 
Limitations:  
Although the proposed research focused on brand citizenship behaviours of any 
employee serving an organisation, this research would predominantly focus on 
employees of retail organisations. Hence the focus and scope of this research is limited 
to the retail organisations. This is purely because retail organisations are one of the 
main organisations where corporate brands and employee brand citizenship are quite 
volatile and interdependent on influencing each other significantly.  
 
Originality: 
This research is original and there has been no attempt on linking corporate brand 
identity to brand citizenship behaviours and that too in a retail set up. It would be the 
first time to devise the constructs of retail corporate brand identity that directly 
contribute towards their employee brand citizenship behaviour and the conceptual 
framework model therewith. The testing of the different relationships amongst the 
different constructs would also be unique and never attempted before.  
The proposed research is innovative and original because there has not been any 
academic research on the subject of retail corporate brand management. The academic 
literature lacks any significant contribution on this subject and the proposed research 
would definitely pave way for further research directions on the subject of retail 
corporate branding. 
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Conclusion: 
 In summary, corporate identity is the reflection of the culture and values of the 
organization. It is regarded as a central determinant of brand reputation, customer 
loyalty and employee commitment. Within service organisations, i.e. retail 
organisations; the role of the employee is crucial due to the extensive interaction 
between the employee and the consumer. As a result organizations desire their 
employees embody the brand and demonstrate brand citizenship behaviour’s. 
Organisations aim to influence employee behaviour’s through internal brand 
management in order to maintain consistency of engagement across the brand. Internal 
brand management serves to educate and communicate the mission and values of the 
brand to the organization. It is vital that employees identify with and understands the 
identity of the brand in order to effectively fulfill the brand promise. Previous research 
suggests that when employees identify with the organisations they work for they exhibit 
greater satisfaction, commitment and trust.  
Literature exploring and analyzing the constructs of corporate identity, internal brand 
management and have expanded and sought to interpret influences on employee 
behaviour and organizational performance.  
 
  
   
 9 
References  
 
 
Abdul Rashid, Z., Sambasivan, M. and Johari, J. (2003). The influence of corporate 
culture and organisational commitment on performance. Journal of Management 
Development, 22(8), pp.708-728. 
 
Abratt, R. and Kleyn, N. (2012). Corporate identity, corporate branding and corporate 
reputations. European Journal of Marketing, 46(7/8), pp.1048-1063. 
 
Ambler, T. and Barrow, S. (1996). The employer brand. Journal of Brand Management, 
4(3), pp.185-206. 
 
Argenti, P. and Druckenmiller, B. (2004). Reputation and the Corporate Brand. Corp 
Reputation Rev, 6(4), pp.368-374. 
 
Balmer, J. (2001). Corporate identity, corporate branding and corporate marketing ‐ 
Seeing through the fog. European Journal of Marketing, 35(3/4), pp.248-291. 
Balmer, J. and Gray, E. (1999). Corporate identity and corporate communications: 
creating a competitive advantage. Corporate Communications: An International 
Journal, 4(4), pp.171-177. 
Balmer, J. and Greyser, S. (2002). Managing the Multiple Identities of the Corporation. 
California Management Review, 44(3), pp.72-86. 
 
Balmer, J. and Greyser, S. (2006). Corporate marketing. European Journal of 
Marketing, 40(7/8), pp.730-741. 
 
Balmer, J. and Soenen, G. (1999). The Acid Test of Corporate Identity Management™. 
Journal of Marketing Management, 15(1-3), pp.69-92. 
 
Barrett, R. (2006). Building a values-driven organization. Amsterdam: Butterworth-
Heinemann. 
 
Bateman, T. and Organ, D. (1983). Job Satisfaction and the Good Soldier: The 
Relationship Between Affect and Employee "Citizenship". Academy of Management 
Journal, 26(4), pp.587-595. 
Bogdanovic, M. (2002). Marketing concept in order to improve the corporate identity 
of the bank. Economics, pp.198-207. 
Bowden, J. (2008). The Process of Customer Engagement: A Conceptual Framework. 
The Journal of Marketing Theory and Practice, 17(1), pp.63-74. 
Boyce, C. and Neale, P. (2006). Conducting in-depth interviews: A guide for designing 
and conducting in-depth interviews for evaluation input (pp. 3-7). Watertown, MA: 
Pathfinder International. 
   
 10 
Bravo, R., Matute, J. and Pina, J. (2015). Corporate identity management and 
employees’ responses. Journal of Strategic Marketing, pp.1-13. 
Bromley, D. (2002). Comparing Corporate Reputations: League Tables, Quotients, 
Benchmarks, or Case Studies?. Corp Reputation Rev, 5(1), pp.35-50. 
Buil, I., Catalán, S. and Martínez, E. (2016). The importance of corporate brand identity 
in business management: An application to the UK banking sector. BRQ Business 
Research Quarterly, 19(1), pp.3-12. 
Burmann, C. and Zeplin, S. (2005). Building brand commitment: A behavioral 
approach to internal brand management. Journal of Brand Management, 12(4), pp.279-
300. 
Chartered Institute of Personnel and Development. (2006). Reflections on employee 
Engagement: Change agenda. CIPD: London. [Online] Available at: 
http://www.cipd.co.uk/NR/rdonlyres/E8C71850-FB75-4CAB-901B-
00D2363F311E/0/reflempengca.pdf 
Chen, C. (2006). Job satisfaction, organizational commitment, and flight attendants’ 
turnover intentions: A note. Journal of Air Transport Management, 12(5), pp.274-276. 
Chiang, H.H., Chang, A., Han, T.S. and McConville, D. (2013). Corporate branding, 
brand psychological ownership and brand citizenship behaviour: multilevel analysis 
and managerial implications. Journal of General Management, 39(1). 
Chiang, H.H., Chang, A., Han, T.S. and McConville, D., 2013. Corporate branding, 
brand psychological ownership and brand citizenship behaviour: multilevel analysis 
and managerial implications. Journal of General Management, 39(1). 
Chong, M. (2007). The Role of Internal Communication and Training in Infusing 
Corporate Values and Delivering Brand Promise: Singapore Airlines' Experience. 
Corporate reputation review, 10(3), pp.201-212. 
Christ, O., Dick, R., Wagner, U. and Stellmacher, J. (2003). When teachers go the extra 
mile: Foci of organisational identification as determinants of different forms of 
organisational citizenship behaviour among schoolteachers. British Journal of 
Educational Psychology, 73(3), pp.329-341. 
Clampitt, P. and Downs, C. (1993). Employee Perceptions of the Relationship Between 
Communication and Productivity: A Field Study. Journal of Business Communication, 
30(1), pp.5-28. 
Collier, J. and Esteban, R. (2007). Corporate social responsibility and employee 
commitment. Business Ethics: A European Review, 16(1), pp.19-33. 
Cook, S. (2008). The essential guide to employee engagement. London: Kogan Page. 
Cornelissen, J. and Elving, W. (2003). Managing corporate identity: an integrative 
framework of dimensions and determinants. Corporate Communications: An 
International Journal, 8(2), pp.114-120. 
Cravens, K. and Oliver, E. (2006). Employees: The key link to corporate reputation 
management. Business Horizons, 49(4), pp.293-302. 
   
 11 
Davis, S. (2002). Implementing your BAM 2 strategy: 11 steps to making your brand a 
more valuable business asset. Journal of Consumer Marketing, 19(6), pp.503-513. 
de Chernatony, L. (1999). Brand Management Through Narrowing the Gap Between 
Brand Identity and Brand Reputation. Journal of Marketing Management, 15(1-3), 
pp.157-179. 
de Chernatony, L. and Segal-Horn, S. (2001). Building on Services' Characteristics to 
Develop Successful Services Brands. Journal of Marketing Management, 17(7-8), 
pp.645-669. 
Dowling, G. (1993). Developing your company image into a corporate asset. Long 
Range Planning, 26(2), pp.101-109. 
Dowling, G. (2004). Corporate Reputations: Should You Compete on Yours?. 
California Management Review, 46(3), pp.19-36. 
Drake, S., Gulman, M. and Roberts, S. (2005). Light their fire. Chicago: Dearborn 
Trade Pub. 
Erkmen, E. and Hancer, M. (2014). Linking brand commitment and brand citizenship 
behaviors of airline employees: “The role of trust”. Journal of Air Transport 
Management, 42, pp.47-54. 
Foster, C., Punjaisri, K. and Cheng, R. (2010). Exploring the relationship between 
corporate, internal and employer branding. Journal of Product & Brand Management, 
19(6), pp.401-409. 
Frankfort-Nachmias, C., and Nachmias, D. (1992). Research methods in the social 
sciences (4th ed.). New York: St. Martin's Press. 
 
Furnham, A. and Gunter, B. (1993). Corporate assessment. London: Routledge. 
 
Galliers, R. and Land, F. (1987). Viewpoint: choosing appropriate information systems 
research methodologies. Communications of the ACM, 30(11), pp.901-902. 
 
Goodman, J. (2009). Strategic customer service. New York: AMACOM. 
Gotsi, M. and Wilson, A. (2001). Corporate reputation management: “living the brand”. 
Management Decision, 39(2), pp.99-104. 
Gray, E. and Balmer, J. (1998). Managing Corporate Image and Corporate Reputation. 
Long Range Planning, 31(5), pp.695-702. 
 
Halcomb, E. and Davidson, P. (2006). Is verbatim transcription of interview data 
always necessary?. Applied Nursing Research, 19(1), pp.38-42. 
 
Harris, F. and de Chernatony, L. (2001). Corporate branding and corporate brand 
performance. European Journal of Marketing, 35(3/4), pp.441-456. 
 
Hatch, M. and Schultz, M. (1997). Relations between organizational culture, identity 
and image. European Journal of Marketing, 31(5), pp.356-365. 
   
 12 
 
He, H. (2012). Corporate identity anchors: a managerial cognition perspective. 
European Journal of Marketing, 46(5), pp.609-625. 
 
He, H. and Balmer, J. (2007). Identity studies: multiple perspectives and implications 
for corporate‐level marketing. European Journal of Marketing, 41(7/8), pp.765-785. 
 
He, H. and Balmer, J. (2013). A grounded theory of the corporate identity and corporate 
strategy dynamic. European Journal of Marketing, 47(3/4), pp.401-430. 
Heskett, J. (1994). Putting the service-profit chain to work. Boston, MA: Harvard 
College. 
Klemm, M., Sanderson, S. and Luffman, G. (1991). Mission statements: Selling 
corporate values to employees. Long Range Planning, 24(3), pp.73-78. 
Kompaso, S. and Sridevi, M. (2010). Employee Engagement: The Key to Improving 
Performance. International Journal of Business and Management, 5(12). 
Larçon, J. and Reitter, R. (1979). Structures de pouvoir et identité de l'entreprise. Paris: 
F. Nathan. 
LePine, J., Erez, A. and Johnson, D. (2002). The nature and dimensionality of 
organizational citizenship behavior: A critical review and meta-analysis. Journal of 
Applied Psychology, 87(1), pp.52-65. 
London, M., Larsen, H. and Thisted, L. (1999). Relationships between Feedback and 
Self-Development. Group & Organization Management, 24(1), pp.5-27. 
Luborsky, M. and Rubinstein, R. (1995). Sampling in Qualitative Research: Rationale, 
Issues, and Methods. Research on Aging, 17(1), pp.89-113. 
Malterud, K. (2001). Qualitative research: standards, challenges, and guidelines. The 
Lancet, 358(9280), pp.483-488. 
Martins, E. and Terblanche, F. (2003). Building organisational culture that stimulates 
creativity and innovation. European Journal of Innovation Management, 6(1), pp.64-
74. 
 
Maxwell, J. (1996). Qualitative research design. Thousand Oaks, Calif.: Sage 
Publications. 
McCusker, K. and Gunaydin, S. (2014). Research using qualitative, quantitative or 
mixed methods and choice based on the research. Perfusion. 
McEwen, W. (2010). Which Bankers Deserve the Bonus?. [online] Gallup.com. 
Available at: http://gmj.gallup.com/content/139748/bankers-deserve-bonus.aspx 
[Accessed 2 Mar. 2016]. 
McKnight, D. H., Ahmad, S., and Schroeder, R. G. (2001). When Do Feedback, 
Incentive Control, And Autonomy Improve Morale? The Importance Of Employee-
Management Relationship Closeness. Journal of Managerial Issues, 13(4), 466–482. 
   
 13 
Melewar, T. (2003). Determinants of the corporate identity construct: a review of the 
literature. Journal of Marketing Communications, 9(4), pp.195-220. 
 
Melewar, T. and Jolly, A. (2002). Defining the Corporate Identity Construct. Corp 
Reputation Rev, 5(1), pp.76-90. 
 
Melewar, T. and Karaosmanoglu, E. (2006). Seven dimensions of corporate identity. 
European Journal of Marketing, 40(7/8), pp.846-869. 
 
Melewar, T., Bassett, K. and Simões, C. (2006). The role of communication and visual 
identity in modern organisations. Corporate Communications: An International 
Journal, 11(2), pp.138-147. 
 
Melewar, T., Hussey, G. and Srivoravilai, N. (2005). Corporate visual identity: The re-
branding of France Télécom. Journal of Brand Management, 12(5), pp.379-394. 
Merriam, S. and Merriam, S. (1998). Qualitative research and case study applications 
in education. San Francisco: Jossey-Bass Publishers. 
Miles, S. and Mangold, G. (2004). A Conceptualization of the Employee Branding 
Process. Journal of Relationship Marketing, 3(2-3), pp.65-87. 
Mitchell, C. (2002). Selling the brand inside. Harvard business review, 80(1), pp.99-
101. 
Moingeon, B. and Ramanantsoa, B. (1997). Understanding corporate identity: the 
French school of thought. European Journal of Marketing, 31(5/6), pp.383-395. 
Morgan, R. and Hunt, S. (1994). The Commitment-Trust Theory of Relationship 
Marketing. Journal of Marketing, 58(3), p.20. 
Morhart, F., Herzog, W. and Tomczak, T. (2009). Brand-Specific Leadership: Turning 
Employees into Brand Champions. Journal of Marketing, 73(5), pp.122-142. 
 
Morse, J. (2005). Qualitative Research Is Not a Modification of Quantitative Research. 
Qualitative Health Research, 15(8), pp.1003-1005. 
 
Mosley, R. (2007). Customer experience, organisational culture and the employer 
brand. Journal of Brand Management, 15(2), pp.123-134. 
 
O'Cass, A. and Grace, D. (2004). Exploring consumer experiences with a service brand. 
Journal of Product & Brand Management, 13(4), pp.257-268. 
Organ, D. (1988). Organizational citizenship behavior. Lexington, Ma: Lexington 
Books. 
Patton, M. (2005). Qualitative Research. Encyclopedia of Statistics in Behavioral 
Science. 
Peto, J. (2004). Data protection, informed consent, and research. British Medical 
Journal, 328(7447), pp.1029-1030. 
   
 14 
Podsakoff, P. (2000). Organizational Citizenship Behaviors: A Critical Review of the 
Theoretical and Empirical Literature and Suggestions for Future Research. Journal of 
Management, 26(3), pp.513-563. 
Porricelli, M., Yurova, Y., Abratt, R. and Bendixen, M. (2014). Antecedents of brand 
citizenship behavior in retailing. Journal of Retailing and Consumer Services, 21(5), 
pp.745-752. 
 
Punjaisri, K. and Wilson, A. (2007). The role of internal branding in the delivery of 
employee brand promise. Journal of Brand Management, 15(1), pp.57-70. 
 
Punjaisri, K. and Wilson, A. (2011). Internal branding process: key mechanisms, 
outcomes and moderating factors. European Journal of Marketing, 45(9/10), pp.1521-
1537. 
 
Punjaisri, K., Wilson, A. and Evanschitzky, H. (2008). Exploring the Influences of 
Internal Branding on Employees' Brand Promise Delivery: Implications for 
Strengthening Customer–Brand Relationships. Journal of Relationship Marketing, 
7(4), pp.407-424. 
 
RBS. (2016). Our values. [online] Available at: http://www.rbs.com/about/our-
values.html [Accessed 8 Mar. 2016]. 
Roberts, P. and Dowling, G. (2002). Corporate reputation and sustained superior 
financial performance. Journal of Strategic Management, 23(12), pp.1077-1093. 
Rudawska, E. (2008). Developing customer relations the result of increased 
competition between banks or the source of banks competitiveness; An example of the 
Polish market. International Journal of Management Cases, 10(3), pp.222-228. 
 
Schmidt, K. (1995). The quest for identity. London: Cassell. 
 
Seidman, I. (1998). Interviewing as qualitative research. New York: Teachers College 
Press. 
 
Sinclair, A. (1993). Approaches to organisational culture and ethics. Journal of 
Business Ethics, 12(1), pp.63-73. 
 
Spoon, J. (2014). Quantitative, qualitative, and collaborative methods: approaching 
indigenous ecological knowledge heterogeneity. Ecology and Society, 19(3). 
 
Stuart, H. (2002). Employee identification with the corporate identity-Issues and 
implications. International Studies of Management & Organization, 32(3), pp.28-44. 
Vallaster, C. and de Chernatony, L. (2006). Internal brand building and structuration: 
the role of leadership. European Journal of Marketing, 40(7/8), pp.761-784. 
van den Bosch, A., de Jong, M. and Elving, W. (2005). How corporate visual identity 
supports reputation. Corporate Communications: An International Journal, 10(2), 
pp.108-116. 
   
 15 
Van Dyne, L. and Pierce, J. (2004). Psychological ownership and feelings of 
possession: three field studies predicting employee attitudes and organizational 
citizenship behavior. Journal of Organizational Behavior, 25(4), pp.439-459. 
van Riel, C. and Balmer, J. (1997). Corporate identity: the concept, its measurement 
and management. European Journal of Marketing, 31(5/6), pp.340-355. 
Wallace, E., de Chernatony, L. and Buil, I. (2013). Building bank brands: How 
leadership behavior influences employee commitment. Journal of Business Research, 
66(2), pp.165-171. 
Wiles, R. (2006). Researching researchers: lessons for research ethics. Qualitative 
Research, 6(3), pp.283-299. 
Willmott, M. (2002). Citizen brands: Corporate citizenship, trust and branding. Journal 
of Brand Management, 10(4), pp.362-369. 
Yi, Y., Gong, T. and Lee, H. (2013). The Impact of Other Customers on Customer 
Citizenship Behavior. Psychology & Marketing, 30(4), pp.341-356. 
Zelenović, V. and Davidović M. (2011). Corporate Identity of banks in a function of 
market competitiveness. International Symposium Engineering Management And 
Competitiveness pp. 221-226 
http://www.icig.org.uk/the-strathclyde-statement/  
  
   
 16 
 
 
 
 
 
 
Figure 2.1: Convergence of studies on corporate identity and employee branding 
towards BCB. 
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Figure 2.2 : Proposed conceptual model representing impact of corporate 
identity on BCB. 
 
 
